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Abstract 
An online purchase intention and behaviour model was empirically tested in this study among 
both online buyers and online non buyers in the context of search goods and experience goods. 
The focus of this exploratory research was to have an understanding regarding Sri Lankan 
consumers’ online purchasing intentions and behaviours against existing attitudes towards 
online purchasing, demographic factors and existing ‘technology use’ and ‘access’. Data for 
the survey was collected through an online questionnaire to a purposive sample. Descriptive 
and inferential statistics were employed to analyze data. Findings of the study revealed that the 
consumer factor and the marketing factor remained significant between the three groups 
namely online store visitors, online store browsers, and online buyers. In addition to that 
among the online buyers marketing factor failed to remain significant against the type of 
goods purchased whether ‘experience goods’ or ‘search goods’. The consumer attitude factors 
took a stronger position than demographic factors as a significant predictor of online shopping. 
Keywords: online purchase intention, e-commerce, experience goods, search goods 
1. Introduction  
Over the course of 20 years, e-commerce evolved from a novel new concept into a major part 
of the world’s economy. As the internet has grown into the desired medium for marketing, 
advertising, and purchasing of products, goods, and services; e-commerce has grown to rival 
traditional shopping in many ways. The internet has seized the attention of retail markets 
across the globe nowadays and E-tailing which is considered retailing on the internet, 
experienced impressive expansion in recent years because of clear advantages for customers 
and retailers, such as shopping at home all day, reducing dependence on store visits, saving 
travel costs, expanding market area, reducing overheads, support customer relationships and 
offers a wide range of products (services) [6]. 
While e-commerce has become an awakening sector of business all across the globe, Sri 
Lanka also has contributed significantly towards the development of the industry despite 
being a country with a relatively low online retail market with no firmly established IT 
infrastructure. Sri Lankans using the internet to make online purchase is on the increase as a 
result of increased use in credit cards, mobile penetration, access of relatively affordable data 
and increased use of smart phones along with systems put in place such as Cash-On-Delivery 
(COD). The existing retail market in Sri Lanka stood at approximately USD 7 billion 
(calculated with the household expenditure index) with the e-commerce market share being 
approximately USD 25 million.  
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So far, only a limited number of empirical studies have been carried out in the Sri Lankan 
context regarding online purchasing behaviours and attitudes. Thus there is a gap in literature 
underpinning motivations, attitudes and behaviour of Sri Lankan online shoppers tested 
against their existing attitudes towards online purchasing, demographic factors and existing 
technology use and access. 
As such, this study was carried out to explore differences among online consumer groups 
intention to purchase online, gets affected by technology use and availability, attitudes and 
demographical factors. 
2.  Literature review 
The Internet is one of numerous non-store measures commonly used by today’s users for 
shopping [6]. Online shopping is a type of e-commerce where the customer buys goods 
without any intermediary services [6]. A working definition for e-commerce which is a subset 
of e-business could be given as the sale or purchase of goods or services over the internet 
where the payment and delivery of products/ services may not necessarily be online. E-
business is the use of Information and Communication Technology (ICT) to facilitate 
communication with stakeholders, purchase/ sell goods and services over the internet, 
automate business processes, manage resources and layout business policies in different 
functions of business. Role of information and communication technology in business and 
society increased every day, especially with development of e-commerce.  
Continuity of technological changes as well as the constant and fast improvement of the 
quality of ICT products stimulates further development and diffusion of ICT.(Simicevic, et al, 
2013). Online purchasing intention is the context to which a customer shows readiness to 
undertake an online transaction [4]. Intention represents desires, wishes or willingness to 
behave [3]. E-tailing which is considered retailing on the internet, is a subset of e-commerce 
that covers the Business-to-Consumer (B2C) aspects of e-commerce.  According to Kim, 
consumer, marketing, and technology issues that most often are noted as influencing online 
shopping attitudes. [2]. Previous research has revealed attitude towards online shopping is a 
significant predictor of making online purchases. [8]. 
3. Methodology 
The study was aimed at identifying whether there are significant differences among the 
groups of consumers (online store visitor, the browser, and the internet buyer) in terms of 
factors affecting online purchase intention namely demographics, technology use and 
availability and attitudes. And to find out how the groups of consumer’s intention to purchase 
online gets affected by technology use and availability, attitudes and demographical factors. 
In addition this study reveals how the purchase behaviour of the online buyers gets affected 
by the technology use and availability, attitudes and demographical factors. Further it 
provides recommendations to e-tailers based on research findings. 
3.1. Conceptual Framework  
 
The framework adopted in this study is highly influenced by the study of author Kim. 




Source: Kim, 2004 
Fig.1: Conceptual Framework 
 
In this study, three factors namely demographic factors, consumer factors, market factors and 
technology factors were considered to identify significant differences among the groups of 
online consumers. The respondents were classified as either ‘online buyers’ or ‘non-buyers’ 
which asked respondents about their purchasing experience on the internet. ).Then the online 
buyers were further divided into two groups based on their type of purchase commonly made 
online, whether it was a ‘search product’ or an ‘experience product’. Search products 
represented items such as books, hobby items, computer software and CDs while experience 
products included products such as clothing and accessory.  
Further respondents were categorized into two groups of non buyers. ‘Online store 
browsers’ were those who looked for specific information to purchase online but did not 
purchase online while the `online store visitors’ were those who had visited online stores 
without a specific need for purchase to obtain specific information regarding products. 
3.2. Hypothesis Development 
According to the study framework following hypothesis were developed and tested to achieve 
the research objectives. 
H1: There are significant differences among the three sets of consumers (namely online store 
visitors, online store browsers, and online buyers) with regard to demographic factors 
H2: There are significant differences among the three sets of consumers (namely online store 
visitors, online store browsers, and online buyers) with regard to technology experience 
H3: There are significant differences among the three sets of consumers (namely online store 
visitors, online store browsers, and online buyers) with regard to attitude on consumer factors 
H4: There are significant differences among the three sets of consumers (namely online store 
visitors, online store browsers, and online buyers) with regard to attitude on marketing factors 
H5: There are significant differences among the three sets of online shoppers (namely online 
store visitors, online store browsers, and online buyers) with regard to online purchase 
intention 
H6: There are significant differences between search goods buyers and experience goods 
buyers, with regard to demographic context  
H7:There are significant differences amongst search goods buyers and experience goods 
buyers, with regard to technological exposure 
H8: There are significant differences amongst search goods buyers and experience goods 
buyers with regard to consumer factors 
H9: There are significant differences amongst search goods buyers and experience goods 
buyers with regard to marketing factors. 
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H10: There are significant differences between the two groups namely the “online buyers” 
and the “combined set of online non-buyers (namely online store visitors and online 
browsers)” with regard to demographic factors  
H11: There are significant differences between the two groups namely the “online buyers” 
and the “combined set of online non-buyers (namely online store visitors and online 
browsers)” with regard to technology experiences 
H12: There are significant differences between the two groups namely the “online buyers” 
and the “combined set of online non-buyers (namely online store visitors and online 
browsers)” with regard to consumer factors 
H:13 There are significant differences between the two groups namely the “online buyers” 
and the “combined set of online non-buyers (namely online store visitors and online 
browsers)” with regard to marketing factors 
H14: There are significant differences between the two groups namely the “online buyers” 
and the “combined set of online non-buyers (namely online store visitors and online 
browsers)” with regard to online purchase intention 
 
The research was a quantitative study where the sample was a purposive sample of 
postgraduates/ bachelors/ degree holders/professionally qualified personnel who have either 
completed or are currently progressing on their qualification. The purposive sample was 
selected due to they were more likely to meet the requirements needed to make online 
purchases; such as the level of technical skills, access to internet, sufficient amount of 
disposable income and the availability of a credit/ debit/ web, they were considered to be a 
significant portion of the ‘online consumer community’ and they are expected to generate 
high amount of disposable income due to their beyond-average levels of education. The total 
number of sample was 581. An online questionnaire was used as the research tool and was 
distributed among the respondents through email and social media. The differences in the 
‘internet attitudes’ and in the ‘purchase intention’ among the internet buyers and the non-
buyers (online store visitors and online store browsers) were examined. Thereafter, the 
differences between the three groups of consumers (web store visitor, web store browser & 
internet buyer) regarding consumer attitudes, marketing attitudes, demographic factors, and 
technology experiences and as well as online purchase intentions.  
For comparisons of the demographic variables, Chi- Square analysis was used to 
investigate whether the distributions of categorical variables differ from one another. Further, 
descriptive statistics such as mean scores and frequency analysis were deployed in describing 
the demographic factors as well as the previous technology experiences of the respondents. 
One-way analysis of variance (ANOVA) was deployed for exploring the differences in 
attitudes toward online shopping, past experience with regard to online shopping and 
intention to shop online among the three groups of consumers (online store visitors, online 
store browsers and online buyers). ANOVA was used to explore any significant differences 
among the means of three or more independent groups that would be existent. T-tests were 
carried out in order to determine significant differences between the two groups namely 
internet buyers and internet non buyers. 
4. Findings 
4.1. Findings based on descriptive statistics 
 
It can be seen most of the respondents of both the Males and Females are Neutral in the level 
of Satisfaction with the Internet Return policy. Therefore it can be concluded regarding the 
sample that both the genders are mostly not worried regarding the Internet Return policy.   
All the age categories (20-23,24-27,28-31 & 32+) indicate a strong positive intention 
to continue purchases on the internet. The highest percentage of the strongest positive 
intention to continue purchases on the internet is among 32+ age category when compared to 
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other younger age categories. Approximately 75% (36.61%+38.39%) of the experience good 
purchasers and 82.3% (40.63%+41.67%) of search good purchasers have an intention to 
continue online purchasing upon on the last purchase. Most of the respondents who have 
purchased Experience goods as the last purchase have a strong intention to make the 
Experience good as the repeat purchase. Same as this most of the respondents who have 
purchased search goods as the last purchase have a strong intention to make the search good 
as the repeat purchase. 
4.2. Findings based on the inferential statistics 
Test Results for Alternative Hypothesis: H1 
When considering the demographic items, out of them age, gender, income, self-supported 
and credit/debit/web cards were significant whereas item residence was not significant. 
Therefore it indicates that the alternative hypothesis is supported ( p> 0.05 of item residence 
and p< 0.05 for the items age, gender, income, self-supported and  credit/debit/web cards). 
 
Test Results for Alternative Hypothesis: H2 
The alternative hypothesis was supported by the variables ‘internet usage time per week’ and 
‘ability to use internet’ and was not supported by the variables ‘primary objective of use of 
internet’ and ‘speed and access mode of internet’. The variables ‘internet usage time per 
week’ and ‘ability to use internet’ were only significant whereas the variables ‘primary 
objective of use of internet’ and ‘speed and access mode of internet’ were not significant. 
 
Test Results for Alternative Hypothesis: H3 
As per the results of the one way analysis of variance test (ANOVA) carried out, consumer 
factor scores was significant 0.000 (p<0.05). As such the null hypothesis was rejected. 
Accordingly, it was understood that there are significant differences among the three groups 
namely, online store visitors, online store browsers and online buyers with regard to consumer 
factor.  
Table 1. Consumer and marketing factors 
Factor F  Sig 
Consumer Factor 45.109* 0.000 
Marketing Factor 24.831* 0.000 
 
Test Results for Alternative Hypothesis: H4 
As per the results of the one way analysis of variance test (ANOVA) carried out, marketing 
factor was significant 0.000 (p<0.05). Therefore the null hypothesis was rejected. Thus there 
are significant differences among the three groups namely, online store visitors, online store 
browsers and online buyers with regard to marketing factor. 
 
Test Results for Alternative Hypothesis: H5 
ANOVA test was carried out and the results (F value: 37.404) was found significant. Thus the 
null hypothesis is rejected and there is clear evidence to conclude that significant differences 
are existent in online purchase intention among the three sets of online shoppers (namely 
online store visitors, online store browsers, and online buyers). 
 
Test Results for Alternative Hypothesis: H6 
The demographic variable Age is not significant. Therefore it can be concluded that the 
variable Age has no influence on choosing whether people buy Experience goods or search 
goods. However the Variable Gender is significant. Therefore it can be said that gender 
affects the purchase decision. Income was significant for the two types of products, search 
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goods and experience goods. The number of credit cards/ debit & web cards were also had a 
significant impact on the type of goods purchased whereas the resident district had no impact 
over the most common purchase decision.  Thus the above variables supported and did not 
support the alternative hypothesis. 
 









 F Sig 












Test Results for Alternative Hypothesis: H7 
In terms of these variables namely ‘Internet Ability’, ‘Hours of internet use per week’, ‘Speed 
of internet’ and ‘Primary usage of Internet’values which are p> 0.05  implies that there is no 
significant difference between the Experience good buyers and search good buyers . As such 
the results proved that significant differences did not exist between online buyers who had 
purchased search goods and experience goods, with regard to technology exposure which 
indicates the support for the null hypothesis. 
 









 F Sig 




3.05 0.812 3.41 1.10 4.07 0.953 37.404 0.000* 
 
Test Results for Alternative Hypothesis: H8 
As per the t test results, (sig value 0.048) the differences amongst search goods buyers and 
experience goods buyers with regard to consumer factors became significant (p<0.05) among 
the online buyers. Therefore accepted the alternative hypothesis. 
 
Test Results for Alternative Hypothesis: H9 
As per the t-test results, (sig value 0.235) the differences amongst search goods buyers and 
experience goods buyers with regard to marketing factors became not significant (p<0.05) 
among the online buyers. Therefore rejected the alternative hypothesis. 
 
Test Results for Alternative Hypothesis: H10 
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There are significant differences between the two groups namely the “online buyers” and the 
“combined set of online non-buyers (namely online store visitors and online browsers)” with 
regard to demographic factors based on the chi square values for the factors age, gender, 
monthly income, availability of credit/ debit/ web cards and the district currently living as p< 
0.05. Therefore accepted the alternative hypothesis. 
 
Table 4. Experience Goods 
Factor Experience Goods  Search Goods  t Sig 
 Mean SD Mean SD   
Consumer 
Factor 
32.15 4.806 33.21 4.509 1.9759* 0.0480 
Marketing 
Factor 
18.92 3.568 19.41 3.492 1.1993 0.235 
 
Test Results for Alternative Hypothesis: H11 
Ability to use the internet, Speed of internet facility, Hours of internet per week were 
identified as significant factors (p< 0.05.)with the ‘primary use of internet’ becoming a non-
significant factor(p> 0.05.). There were no significant differences between online buyers and 
online non-buyers with regard to ‘primary use’ of the internet. 
 
Test Results for Alternative Hypothesis: H12 
Based on t-test results (p< 0.05.) there are significant differences between the two groups 
namely the “online buyers” and the “combined set of online non-buyers (namely online store 
visitors and online browsers)” with regard to consumer factors. Therefore accepted the 
alternative hypothesis. As consumer factor mean scores for online buyers and online non-
buyers were 32.76 and 28.51 respectively, it was noted that online buyers had more positive 
attitudes than online non buyers for consumer factor. 
 
Test Results for Alternative Hypothesis: H13 
Based on t-test results (p< 0.05.) there are significant differences between the two groups 
namely the “online buyers” and the “combined set of online non-buyers (namely online store 
visitors and online browsers)” with regard to marketing factors. Hence, accepted the 
alternative hypothesis. It was noted that online buyers had more positive attitudes for online 
non-buyers for marketing factor when considering the marketing factor mean score for online 
buyers ( mean= 19.13)  against the respective value for online non-buyers( mean= 16.95). 




Internet Non Buyer 




(n = 373) 
 t Sig 
 Mean SD Mean SD   
Consumer 
Factor 
28.51 5.2214 32.76 4.735 7.5520* p<0.05 
Marketing 
Factor 
16.956 3.9276 19.13 3.5212 5.1816* p<0.05 
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Table 6. Internet Buyers 
 Internet non buyer 
(n =92 ) 
 Internet Buyer 
(n = 373) 
  
Factor Mean SD Mean SD t 
Shopping 
Intension 
2.96 1.13 3.79 0.90 7.5308* 
 
Test Results for Alternative Hypothesis: H14 
There are significant differences between the two groups namely the “online buyers” and the 
“combined set of online non-buyers (namely online store visitors and online browsers)” with 
regard to online purchase intention. Therefore, accepted the alternative hypothesis. As per the 
t-test results it can be seen that the online buyers have a higher purchase intention when 
compared to online non-buyers. (mean-internet buyer=3.79, mean internet non buyer=2.96). 
5. Findings 
Internet usage is growing rapidly among the world [7]. New work is not immune to the use of 
information technologies in their micro-economic and other marketing analysis. Because of 
that this scientific discussion gives the overview of possibilities of applications of information 
technology in supporting management. [5].  
Exploring the profile of internet buyers and comparing them with the non-buyers with 
regard to consumer factors, marketing factors and technological factors as well demographic 
characteristics were the main purpose of this study. The study findings depict in general terms 
that measuring individual attitudes of the respondents in clustered format namely ‘marketing 
factor’ and ‘consumer factor’ is possible. This finding would have a direct positive impact on 
assisting future model building, leading to improved statistical testing. In general, while the 
marketing factor indicated a moderate relationship in prediction of online purchase intention 
as well as behaviour, the consumer factor indicated a strong relationship. The consumer factor 
and the marketing factor remained significant between the three groups, throughout the entire 
study.  
However, among the online buyers marketing factor failed to remain significant 
against the type of goods purchased whether ‘experience goods’ or ‘search goods’. As per the 
study finding it became apparent that the consumer attitude factors took a stronger position 
than demographic factors as a significant predictor of online shopping. The ‘ability to use the 
internet’ and the ‘hours of internet usage per week’ have become significant among personal 
technology experience items among the three groups namely online store visitors, online store 
browsers and online store buyers. However the number of hours spent online per week had 
been able to secure its position as a predictor of online purchase intention. The consumers 
were more likely to purchase items on the internet if they spent more hours online.  
6. Conclusion 
Though it is obvious that there is a growing trend of online shopping, the amount of instances 
where the consumers who shop online with an intention to purchase, abandon their decision 
without completing the online purchases still remain at a significant level. As per the 
hypotheses developed based on the theoretical framework, consumer factor and marketing 
factor along with differences in demographic factors and technology exposure were 
recognized. Finding such as the association between time spent online and online purchase, 
paved the way to offer suggestions to online vendors for improved business in future. 
However, several limitations of the study were identified. It should be noted that online 
vendors should take caution when using the information provided herein due to the fact that 
the study was carried out using a small, purposive sample. The nature of the sample, methods 
of data collection as well as the structure of the research should also be considered. It should 
be noted that the respondents in the sample either had completed or was in the process of 
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obtaining a postgraduate/ undergraduate/ professional level qualification. Due to that reason 
the sample may not be representative of the entire population. A much broader scope for the 
sample could be considered for future research.  
It is important to understand that the online consumers are not a homogeneous group, 
where they represent a high level of diversity in terms of attitudes as well as shopping 
intentions on the internet. Thus for the success of e-retailing, internet experience may also 
have to be given due concern in addition to factors such as product or service quality obtained 
in exchange for money, time and effort. 
7. Recommendations  
In this study specifically insights regarding the fact as to how there exist differences in 
thoughts among the consumer groups regarding the online purchasing. These insights suggest 
new ways for e-tailers to reach each segment effectively thereby eventually making attempts 
to convert the enquiries into sales. A person may have high or limited interest in adopting 
online shopping depending on which consumer group (online store visitor, online store 
browser and online buyer) he/she is attached to. The intention should be to take that person 
through the different steps of adoption process to a point at which he / she may develop some 
interest on purchasing online, explores additional information regarding same, and envisages 
taking the next steps and finally purchasing the products online. Having a good idea regarding 
where different consumers stand with regard to steps in the decision making process would 
become useful in guiding them towards the next step in the process until eventual purchase 
and continuation of purchase. Existing online non buyers could become online buyers without 
much delay, if that single visit paved them the way to fulfill their needs and wants. 
Online store visitors may not be the easiest group to convert into online buyers as it 
takes much effort to guide them through the adoption process. E-tailers could also try to add 
entertainment related features to their websites to first attract web store visitors for a motive 
other than shopping. The expectation would be to create awareness and thus, enable long-term 
relationship. 
It became obvious through research findings that those who remained online longer 
were more likely to purchase a product online. Given this nature, the e-tailers may devise new 
strategies in order to encourage the online browsers to stay for longer on the internet for 
searching as well as shopping online. Technology issues could also be hindering the online 
browsers. In such case, the e-tailers should obtain clarified data regarding the issue before 
attempting to give solutions. Inability to touch and feel the product before purchase could be 
the issue in addition to what was shown above as a reason not to make an online purchase [1]. 
A possible solution for this issue could be assurance of fair return policies to the customer. 
The e-tailers may focus on increasing sales through the existing buyers through encouraging 
them to spend more time on the website as it has been proved through the data received, that 
the customers spend more hours online are more likely to purchase. In doing so, e-tailers may 
have to relook at the ways how the entertaining features on the website could keep a proper 
balance, by way of considering the up-to-date technology for increased interaction with the 
consumer. Additionally, for the customers who have already made purchases online, special 
discounts could be offered based on the amount of previous purchases made and thereby 
attempting to make the consumer a loyal customer. 
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